ABSTRACT
INTRODUCTION
ega-events such as the Olympic Games and the FIFA Soccer World Cups TM (FSWC TM ) are generally initiated and driven by cadres of societal elites, and are aimed at satisfying development goals around competitiveness (Pillay & Bass, 2008; Hachleitner & Manzenreiter, 2010) . It is therefore not surprising that host cities invest considerably on improving sporting facilities and supporting infrastructure to enhance the potential for purported economic profits associated with hosting of sport mega-events (Kavetsos & Szymanski, 2010; Konstantaki & Wickens, 20108) .
The hosting of mega-events has become a growth industry all over the world and South Africa is no exception. Among the landmark events held in South Africa after the end of apartheid was the hosting of the 1995 Rugby World Cup, the 1996 African Cup of Nations, the 1998/9 All-Africa Games, the 2003 Cricket World Cup, and the 2010 FIFA Soccer World Cup TM (2010 FSWC TM from these international previous sport mega-events could provide some key strategic e-marketing guidelines that can be applied to the hosting of future sport mega-events, such as the 2010 FSWC TM .
Although much literature is published on sport mega-events, there are a limited number of studies in the literature that focuses on the optimal usage or effective utilisation of e-marketing in sport mega-events. Historically, studies on sport mega-events such as Kasimati, 2003; Horne, 2004; Kim & Pertick, 2005; Preuss, 2007; Allmers & Maennig, 2009; Bresler, 2011; Fourie & Spronk, 2011 , have primarily examined the economic advantages and economic legacies related to the hosting of such mega-events. From an analysis of the literature, it appears as if what is available is widely scattered and case-specific information on how TV, broadcasters and the Web-based technologies have been used mainly for the coverage of the Olympic Games and the FSWC TM (Maennig & Du Plessis, 2007:14; O'Reilly & Lyberger, 2008; Carlson, 2010; Liang, 2010; Sealy & Wickens, 2008; Finlay, 2011; Ritchie, 2011) . Based on an extensive evaluation of the literature, all indications are that academic literature on the application of e-commerce and e-marketing to tourism sport mega-events is lacking. Against this background the 2010 FSWC TM held in South Africa, is investigated to determine the optimal usage of e-marketing in sport megaevents.
OBJECTIVES OF THIS STUDY
The research objectives of this study were explicitly formulated as:

To examine and investigate the role that e-marketing may have when planning, organising and marketing sport mega-events, with reference to the 2010 FSWC TM ;  To determine whether or not e-marketing is a key tool for the strategic marketing of sport mega-events; and  To develop a conceptual framework for the optimal usage of e-marketing in sport mega-events.
METHODOLOGY

Research Approach
The qualitative research design was used to determine and examine the role and usage of e-marketing strategies and tools in mega-events with reference to the 2010 FSWC TM . An in-depth, semi-structured interview strategy was applied to this study. Furthermore, an in-depth interview strategy was chosen to enable the researcher to collect the primary data relating to the problem under investigation. According to Peräkylä (2008) , the researcher can reach areas that would otherwise remain inaccessible as well as gain access to people's subjective experiences and attitudes through the use of in-depth interviews.
The in-depth, semi-structured interview strategy was applied in this study because of its flexibility in permitting the researcher to fully explore all the factors that underpin the participant's answers, reasons, feelings, opinions and beliefs and its ability to allow the responses to be fully probed and explored (Legard et al., 2006; Veal, 2006) . To this effect, the closed questions yielded results of a quantitative nature and the open-ended questions produced responses of a more qualitative nature. respondents to provide testimony based on case studies from their own experience of having been involved in the marketing and e-marketing of South African sport mega-events. The final version of the interview instrument was therefore kept tighter in terms of providing face-to-face or telephonic contact interview platforms. In addition, the finalised in-depth interview instrument also contained a section for any other comments and/or suggestions regarding the e-marketing of sport mega-events with reference to the 2010 FSWC TM in particular.
Population
The in-depth interview survey tools were e-mailed to selected potential respondents across the nine South African host cities for the 2010 FSWC TM , namely, Cape Town, Durban (eThekweni), Johannesburg, Bloemfontein (Mangaung), Tshwane (Pretoria), Rustenburg, Port Elizabeth (Nelson Mandela Metropolis), Polokwane, and Nelspruit (Mbombela), prior to when the actual interview would take place. Figure 1 displays the host cities for the 2010 FSWC TM from which the selected potential respondents were identified. (Campbell & Phago, 2008:28) 
Sample
In this study, it was impossible to use probability sampling methods in which all individuals or units in the population have an equal chance of being chosen. Essentially, the non-probability sampling method was used, that is, snowball sampling, which involves asking each respondent or group of respondents to refer the researcher to other respondents Merriam, 2009; Wejnert & Heckathorn, 2011) . It was possible to identify a sample of 39 respondents with whom 21 interviews were conducted prior to the 2010 FSWC TM and 18 later, that is, post-2010 FSWC TM .
Since the sample was not based on probability sampling methods designed to ensure a representative sample from the wider community of potential respondents, the responses may be somewhat biased and not representative of that wider community. However, the sample was thought to be fairly typical of the wider population of interest and it was also anticipated that it was drawn from people appropriately qualified to yield insights and an in-depth understanding of the usage of e-marketing strategies and tools for sport mega-events, such as to the 2010 FSWC TM It can be seen from Figure 2 that the population sample size of 39 respondents consisted of individuals drawn from the National, Provincial and Local governments, the umbrella tourism private sector bodies from within South Africa. The conclusion drawn from the sample profile was that the respondents' responses gave a valuable range of information and insights, because they are experts and decision-makers in organising and marketing of sport megaevents, such as the 2010 FSWC TM . Saturation was achieved as the responses became very repetitive.
Data Collection
The pre-and post-2010 event interviews that were conducted were of two types, namely, face-to-face and telephonic interviews. In the case of face-to-face interviews, the interviews took place at respondents' venue, that is, where the host cities were in close proximity to the researcher's place of abode, namely Gauteng Province. Due to logistical reasons, the telephonic interviews were conducted with respondents in the host cities considered to be far away from the researcher's place of abode, namely, Cape Town, Port Elizabeth, Durban, Bloemfontein, Polokwane and Nelspruit. Using telephonic interviews was seen to be cost effective, in terms of both time and avoidance of expensive travelling costs to these cities.
Pre-event interviews were conducted for the purpose of determining the intended e-marketing usage for the 2010 FSWC TM , while post-event interviews were conducted to obtain data regarding the actual e-marketing of the event. The main purpose of having interviews with the same respondents during the post-event interviews was to check, verify and confirm whether the respondents interviewed during the pre-event interviews managed to apply the e-marketing strategies and tools they had indicated they would be using for marketing and e-marketing of the 2010 FSWC TM . In addition, the post-event interviews were intended to determine whether there were any other marketing tools and techniques used by the organisers to market the 2010 FSWC TM , besides those mentioned by the respondents during the pre-event interviews. The Clute Institute
Data Analysis
Qualitative data analysis is a means to explain or make sense of the inquiry by eliciting meaning from the data in a systematic, comprehensive and rigorous manner and, therefore, interpreting and theorising that data (Henning et al., 2004) . For this study, data collection and analysis took place simultaneously. This type of analysis as Merriam (2009) states enables the researcher to learn much about the contextual variables from the data gathered. All audio-recorded in-depth interviews were transcribed while the manually completed interview questionnaires were also checked for verifying responses. For this paper, data analysis was based only on 18 in-depth interviews conducted during post-2010 FSWC TM . As Marshall and Rossman (2006) suggest, identification of salient themes, recurring ideas and patterns of belief that links people and settings together were generated during the data compilation process. Essentially, eight themes for the data collected were generated during the designing of the interview instrument. Therefore, the researcher searched for internal convergence and external divergence, because Glaser and Strauss (1967) and Spence et al. (2003) maintain that this help to uncover patterns and themes evident in the setting and points of views expressed by the respondents.
Furthermore, as Glaser & Strauss (1967) suggest, the data was analysed and interpreted in a systematic way because this provides social researchers with relevant predictions, explanations, interpretations and applications. In presenting the research results, illustrations were used and in some instances the illustrations are accompanied by figures to present data as evidence for the conclusions that were drawn, and the researcher also quoted directly from the interviews.
FINDINGS The Actual Use of E-Marketing
Eighteen respondents confirmed that they had used e-marketing during the 2010 FSWC It can also be seen from Figure 3 that additional e-marketing tools, over and above those intended, were used during the 2010 FSWC TM , such as Tagging, Wikis and Travel 2.0. As shown in Figure 3 , little mention is made of having used mobile technology for e-marketing the 2010 FSWC TM event, as only two respondents stated that they had actually used cellular phones during this event. It is surprising, because Cole (2009:1) states that "the 2010 FSWC TM was to be a showcase for mobile content and applications, because a global mobile operator, namely, Cole Solutions LLC was among the flagship sponsors for the tournament". Furthermore, Cole (2009) highlights the fact that during the 2010 FSWC TM event, "mobile users of iPhone, BlackBerry and Android, as well as the iPad were kept up-to-date with all the latest sport news related to the 2010 event in ten languages including Russian, Chinese and Arabic". These statements confirm that an integrated e-marketing approach is critical for future sport mega-events.
The Actual Purpose for Which E-Marketing Was Used
As shown in Figure 4 , nine respondents actually used e-marketing to place advertisements related to the 2010 FSWC TM , less than the 15 who intended to use e-marketing for a similar purpose. It can also be seen from Figure 4 , that ten respondents actually used e-marketing to promote South Africa as the host for the 2010 FSWC TM , while four used it to provide information on tourism services. The figure also shows that e-marketing was used to do online bookings, although at a minimal rate. However, the responses show that the respondents had different opinions regarding the performance of e-marketing in this regard. For example, ten respondents felt that e-marketing tools enabled the marketers of the 2010 FSWC TM to successfully promote South Africa globally as a tourism destination as was intended. 
"...The research after the 2010 event shows that more than 90% of people that came to the event in South Africa want to come back to South Africa, and we know that 80% of the people that came here had great experiences and would tell other people how South Africa is...For example, we never used to operate in Spain but Spain has now become an important market for South Africa...we managed to change the perceptions of people globally that South Africa is more than a destination or place of violence and poverty but that South Africa has other things as well" (Q4.1: Respondent 1).
What is highlighted in this statement is that e-marketing of the 2010 FSWC TM actually raised South Africa, as the host destination, to international prominence because South Africa was capable of attracting international audiences.
Two respondents were not really happy about the performance of e-marketing tools in achieving the purpose for which they were actually used during the 2010 FSWC TM . One respondent stated:
"We did use the e-marketing tools although not in full swing as expected, due to infrastructural challenges" (Q3.2: Respondent 14); and another commented:
"...The greatest weaknesses in my assessment are some of the value chain players who seemed to wake up rather too late to the need for proper planning. We also did not package the information according to the specific market needs due to poor Customer Relations Management (CRM) processes so that we could do a better market segmentation exercise in understanding the soccer fans from specific parts of the world; especially areas that are not very familiar with our destination" (Q3.2: Respondent 9).
The conclusion drawn was that e-marketing was actually used for different purposes than was intended during the 2010 FSWC TM . However, some concerns were raised that highlighted the fact that e-marketing was not fully utilised as intended.
The Actual Stages at Which E-Marketing Tools Were Used
Ten respondents confirmed that they used e-marketing tools consistently or 'throughout' the 2010 FSWC TM event, while eight did not use e-marketing tools at the same momentum during the 2010 FSWC TM as they did once the event started.
The Actual E-Marketing Strategy During the 2010 FIFA Soccer World Cup TM As shown in Figure 5 , nine respondents stated that their organisations had a dedicated e-marketing strategy, two stated that e-marketing was not a stand-alone strategy, but was part of the entire marketing strategy, two (Q3.3: Respondent 6 and 12) said that there were no e-marketing initiatives for the 2010 event and five reported that emarketing was done on an ad-hoc basis. The assumption made from these findings is that the lack of common e-marketing initiatives undertaken during the 2010 FSWC TM could have been attributed to the lack of a clear-cut e-marketing strategy undertaken by the various organisations involved in e-marketing the event. This could also possibly be due to the fact that some organisations had a global marketing strategy rather than a stand-alone e-marketing strategy. Nevertheless, half of the organisations which were involved in the e-marketing of the 2010 FSWC TM had a dedicated e-marketing strategy. This confirms that an e-marketing strategy was used as a driving force to ensure that e-marketing was used during the 2010 FSWC TM as intended.
In today's business, an organisational strategic action plan is critical to move any organisation into an attractive business position and to build sustainable competitive advantage (Nik, 2008) . Therefore, what seems to be important in the e-marketing of international sport mega-events is a dedicated e-marketing strategy that outlines the e-marketing plans, the e-marketing personnel and the e-marketing budget required for a successful outcome of these events. One respondent confirmed this by stating:
"We have an e-marketing strategy and we actually came up with a specific campaign specifically for the 2010 Soccer World Cup" (Q3.3: Respondent 2).
The Actual Use of E-Marketing Tools with Other Stakeholders
Sixteen respondents confirmed that they used e-marketing tools together with a wide range of other industry stakeholders during the 2010 FSWC TM . One respondent reported not having used e-marketing tools in collaboration with other industry stakeholders, while one respondent did not provide an answer to this question. The outcomes regarding the usage of e-marketing tools in collaboration with other industry stakeholders during the 2010 FSWC TM indicate that it was successful as was intended.
The Actual Expenditure on E-Marketing Initiatives
The range of expenditure for e-marketing initiatives identified during the 2010 FSWC TM , were similar to those envisaged, that is, from R 100 000 to R 600 000, R 600 000 to R 20 million and R 20 million to R 300 million. Four respondents presented accurate expenditure estimates for the e-marketing initiatives during the 2010 FSWC TM , which, in turn, fell within the identified range of expenditure. Five respondents stated that it was difficult to mention the actual expenditure for e-marketing initiatives during the 2010 event. For example, one of these respondents stated that:
"It will not be a true reflection of the exact figures given because certain partnerships mitigated the cost. For example, the SABC were the official partners in the World Cup, which paved ways for host cities to forge partnerships with local based SABC radio stations. Then one can imagine the kind of airtime that the partnerships bailed out" (Q3.5: Respondents 15).
Only one respondent was not willing to disclose the e-marketing expenditure during the 2010 FSWC TM because such information was believed to be 'confidential'.
During the 2010 FSWC TM , it became apparent that some of the organisations which were involved in the emarketing of this event did not have a specific e-marketing budget. This was perhaps due to the fact that there was no dedicated e-marketing strategy for the 2010 FSWC TM within such organisations or to the fact that e-marketing initiatives relating to the 2010 FSWC TM were incorporated into the entire organisational marketing strategy. The fact that there was a budget for e-marketing initiatives in some of the organisations involved in the e-marketing of the 2010 FSWC TM could be attributed to these organisations having a stand-alone e-marketing strategy for the 2010 FSWC TM .
The sport marketers who were involved in the e-marketing of the 2010 FSWC TM gave estimates on the expenditure for e-marketing initiatives related to the event. It is also interesting to note that eight respondents stated that minimal costs were incurred on e-marketing initiatives during the 2010 FSWC TM . Two of these respondents confirmed this by making statements that:
"The micro-site was managed in-house, thus it did not incur any expenditure" (Q3.5: Respondent 12); and "It is not expensive to use e-mails and Internet as we have systems in place" (Q3.5: Respondent 14).
These statements reiterated what has already been highlighted in the literature that there is a need for a greater usage of online media when e-marketing is used for future sport mega-events, because e-marketing is by all indications more cost effective than traditional marketing. Furthermore, online media is perceived to be growing rapidly since e-marketing tools are cheaper. Indeed, this confirms that e-marketing is one of the potential technologies to be applied to the marketing of future sport mega-events as has been discussed in the literature review. It is, however, also imperative for sport marketers to assess the costs associated with implementing an emarketing plan for sport mega-events. The Clute Institute
The Challenges of E-Marketing the 2010 FIFA Soccer World Cup
TM
Inappropriate Timing When Using E-Marketing Tools
The failure to design e-marketing plans on time was stated as one of the critical factors to be considered when using e-marketing for future sport mega-events. The 2010 FSWC TM seemed not to be an exception because one respondent highlighted this problem by stating:
"Initially when we started with e-marketing there were problems in getting the site up on time, in making it userfriendly, and in getting people to interact with the site. Every campaign requires a large amount of awareness and I think in the beginning the awareness was not that high. But, when everything was up and running that is when people started interacting with the site" (Q3.6: Respondent 1).
Although little mention was made of the time factor as being one of the e-marketing challenges experienced during the 2010 FSWC TM , this could perhaps be one of the issues to be considered when using emarketing for future events. Failing to set up e-marketing sites on time, in one instance cited during the 2010 FSWC TM , could be attributed to several factors reported by the respondents. For example, three respondents cited the lack of appropriate e-marketing knowledge amongst the users as one of the causes of inappropriate timing when using e-marketing tools. Four respondents mentioned the absence of planned e-marketing strategies and the lack of dedicated and skilled e-marketing personnel to provide support and maintenance of e-marketing technology as emarketing challenges emerging from the 2010 FSWC TM .
These are critical factors to consider carefully when using e-marketing in future sport mega-events, because e-marketing managers need to be well informed about e-marketing planning processes. In addition, it is important for event marketers to gather up-to-date e-marketing knowledge throughout in order to be able to manage the emarketing planning process aimed at satisfying identified customers' desires and needs.
The Problem Of Access To E-Marketing Tools
Four respondents stated that the accessibility of e-marketing tools was a problem encountered during the 2010 FSWC TM , particularly in the rural areas where challenges existed in respect of access to the Internet. Therefore, a clear message is that sport marketers who intend to use e-marketing tools in future major sport events should not assume that everybody has access to e-marketing tools. Sport marketers of future sport mega-events must ensure that e-marketing tools are made more accessible to the public before e-marketing technology can be used in sport megaevents.
Infrastructural And Technical Network Challenges
The infrastructural and technical network challenges were raised by four respondents as one of the emarketing challenges arising during the 2010 FSWC TM . One of these respondents highlighted the fact that: It became evident from the research findings that relevant infrastructure and reliable technical networks to handle recent e-marketing tools must first be put in place before e-marketing technology can be used in future sport mega-events.
The financial risks and the allocation of a specific e-marketing budget are mentioned in literature as one of the critical issues to be performed when using e-marketing for future sport mega-events. As such, three respondents stated that e-marketing initiatives during the 2010 FSWC TM were constrained by limited funds. One of these respondents, who worked as a Brand Manager for a provincial tourism agency stated:
"Financial constraints affected our e-marketing advertising campaign" (Q3.6: Respondent 3) and another respondent, who worked as the 2010 FWC TM Coordinator in one of the host cities, stated: "The challenge that we are experiencing is around the issue of accessibility and I think that still remains: and affordability of etool marketing for the broader community to access some of the opportunities that might come with hosting of this event, especially the poorest of the poor...Sometimes they had to go and pay R 20.00 for the Internet which they could add in purchasing the ticket with" (Q3.6: Respondent 11).
It is evident that the financial constraints related to e-marketing initiatives during the 2010 FSWC TM should not be underestimated. According to Nik (2008) , developing and implementing e-marketing programmes can be expensive, because costs are linked to the design and integration of software, internet access, technology support, website operation and maintenance as well as training. It could be stated that e-marketing initiatives for the 2010 FSWC TM were constrained by limited funds for purchasing the e-marketing tools, for providing the Internet infrastructure and hiring the relevant e-marketing personnel. It is, therefore, important that sport event marketers develop a performance evaluation matrix to assess the costs associated with e-marketing initiatives in order to ultimately ensure that the e-marketing benefits outweigh the costs and create greater value when e-marketing is used for sport mega-events.
Political Challenges That Affected The Usage Of E-Marketing
The hosting of sport mega-events is associated with political risks or challenges. According to Theodoraki (2011) , local politicians and business leaders may apply pressure to the event organisers for the reorientation of event preparations in line with their personal agenda. It appears that e-marketing of the 2010 FSWC TM , as with other sport mega-events previously held in South Africa, was also hindered by political challenges. This fact was confirmed by two respondents (Q3.6: Respondents 9, 16) who stated:
"Indecisiveness by the political principals in availing the special project budgets to fund the relevant projects including the usage of e-marketing. Procurement processes also become a drag in a scenario where everything gets off to a lazy start and suddenly starts moving at an alarming speed" (Q3.6: Respondent 9); and "Yes, there were challenges because we were unable to have all the information on the web due to FIFA's strict rules on the use of some of the trademarks or words" (Q3.6: Respondent 16).
Therefore, it is of great significance that sport marketers of future sport mega-events must be aware of political challenges because there are often attempts by local politicians to hijack event preparations to fit their personal agenda and this may have an impact on the e-marketing initiatives related to major sport events. Sport event marketers should always be prepared to manage the political challenges that may hinder optimal usage of emarketing in sport mega-events.
Lack Of Collaboration And Cooperation Amongst The Stakeholders
The findings on the actual usage of e-marketing tools with other industry stakeholders during the 2010 FSWC TM revealed that there was collaboration with the marketing initiatives of other industries during this period. Only two respondents stated that there was a lack of collaboration and cooperation amongst stakeholders involved in the e-marketing of the 2010 FSWC
